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Aesthetics, ontology, and objective wine knowledge: An exploration of unique luxury wine 
Generation Y market segments in an emerging economy  
 
Abstract  
 
Generation Y has been described as an important emerging market for the luxury wine industry 
in South Africa. However, research on this specific generation’s behaviour in relation to luxury 
wines is limited. A review of the literature further suggests the need to revisit segmentation 
strategies and the identification of new consumer markets in the wine industry. The purpose of 
this paper, therefore, is to develop unique luxury wine consumer market segments among 
Generation Y consumers in South Africa. Using a quantitative approach, responses from 232 
Generation Y consumers were collected and analysed using cluster analysis. Four unique 
luxury wine consumer segments were developed, based specifically on the respondents’ 
aesthetic and ontological orientation towards luxury wines, as well as their level of objective 
wine knowledge, allowing for the development of segments using a distinct approach. The 
findings extend the work of Berthon, Pitt, Parent and Berthon (2009) in their typology of luxury 
consumers, and contribute to the body of knowledge about Generation Y’s objective wine 
knowledge levels (the knowledge they truly possess). The findings also provide marketing 
managers with unique segments of Generation Y luxury wine consumers in South Africa, and 
are accompanied by different proposed positioning strategies to market luxury wines to each 
of the segments.  
 
Keywords: Generation Y, luxury wine segments, objective knowledge, aesthetics, and 
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Introduction  
 
The literature suggests that luxury goods and services are moving into more mainstream 
audiences, nicknamed “populence” (Granot, Russell & Brashear-Alejandro, 2013). Although 
Stout (2015) argues that Generation Y consumers have less wealth and more debt than prior 
generations at the same age, Higgins and Wolf (2016) argue that this generation will be the 
next consumers of luxury brands. It is no longer only the exceptionally rich who seek out luxury 
products and services, but also members of the upper, and even the middle, class. This 
challenges the view that the demand for luxury goods and services rises exponentially as 
income increases. 
 
Therefore, the significance of this paper is four-fold: Firstly, the paper contributes to the 
literature in terms of the focus of the study – that of luxury wines. Wolf, Morrish and Fountain 
(2016) state that wine is an atypical product category, in that it can be a fast-moving consumer 
good, a luxury item, or an investment, depending on how or why the wine is being consumed. 
Secondly, limited research has been conducted in South Africa (an emerging market) on how 
Generation Y ‘treats’ luxury wines specifically from an aesthetic and ontological luxury brand 
perspective. The third contribution includes exploring Generation Y luxury wine consumers’ 
levels of objective knowledge of wine. The, fourth and final contribution of this paper is to 
respond to scholars such as Baenen (2002), Gillespie (2005), and Barber, Dodd and Ghiselli 
(2008), who recommend that the wine marketing industry revisit its segmentation strategies 
and begin to find new populations of wine consumers, rather than continue to focus its efforts 
solely on existing consumers. This response is the development of unique luxury wine 
consumer market segments. 
 
Against the backdrop of these contributions, the objective of this paper is: To develop unique 
luxury wine consumer market segments among Generation Y consumers, in an emerging 
economy, based on their aesthetic and ontological orientations, and their levels of objective 
knowledge. 
 
It is important to note that the authors of this paper follow the guidelines presented by Fine and 
Kurdek (1994), and acknowledge that the data set used for the purpose of this paper is an 
existing data set that was originally collected by Stiehler, Caruana and Vella in 2015, and 
published the following year (Stiehler, Caruana & Vella, 2016). 
  
 
Therefore, based on the four contributions outlined above, this paper has a distinctive focus.  
 
The seminal typology of luxury brands devised by Berthon, Pitt, Parent and Berthon (2009) 
constitutes the theoretical framework for this paper that integrates various conceptualisations 
of different authors in the field of luxury branding. The typology, which augments the scales 
of Kapferer (1997), categorises ‘luxury’ on a continuum along which products and consumers 
can move as their perceptions, knowledge, and motivations change. It further incorporates 
elements of aesthetics (consumer knowledge) and ontology (transience of the product or 
experience). 
 
For the purpose of this paper, the aesthetics and ontology dimensions of the typology of 
behaviour of Berthon et al. (2009), which is rooted in consumer knowledge, among other 
things, will be further investigated. Consumer researchers such as Brucks (1985) have studied 
knowledge from three perspectives: objective knowledge, subjective knowledge, and 
familiarity, or what Dodd, Laverie, Wilcox and Duhan (2005) refer to as ‘usage experience’. 
Objective knowledge, in simple terms, refers to the knowledge that the consumer truly 
possesses and is able to demonstrate (Robson, Plangger, Campbell & Pitt, 2014) in relation to 
a product or service. In this paper, studying consumers’ objective knowledge aims to contribute 
to the development of unique luxury wine market segments among Generation Y consumers in 
an emerging economy. This approach aims to provide unique insights into an emerging market 
of luxury wine consumers in South Africa and, to extend the body of knowledge of the aesthetic 
and ontological dimensions, and of objective knowledge. 
 
This paper starts by reviewing the complexities in the concept of luxury brands. It is followed 
by a discussion of the typology of luxury brands of Berthon et al. (2009), including their four 
proposed dimensions of luxury brand profiles and the consideration of consumers’ levels of 
aesthetic and ontological perception. This is followed by the operationalisation of the aesthetic 
and ontological (AO) typology, specifically for luxury wines. 
 
As the aesthetic dimension is rooted in a consumer’s knowledge, among other things, consumer 
knowledge behaviour is also considered. Objective knowledge, as one of the two components 
of consumer knowledge, is emphasised (the second component being subjective knowledge). 
Singling out objective knowledge is based on the argument of Taylor, Dodd and Barber (2008), 
that consumers’ objective knowledge is the true content of the knowledge that they hold in 
  
their memory, while subjective knowledge has been defined as a consumer’s perceived level 
of their own knowledge. The section ends with a case for using Generation Y as luxury wine 
consumers. Thereafter, the data collected, and the results, conclusions, and implications are 
outlined. The paper concludes by noting the limitations of this research and by making 
suggestions for future research. 
 
Literature review  
 
The complexity of ‘luxury’ 
The denotation of ‘luxury’ remains highly subjective, as it has diverse meanings for different 
people. This notion is widely explored in the scholarly literature, which understands ‘luxury’ 
to be a multi-faceted concept (Wiedmann, Hennigs & Siebel, 2007). The complexity of 
‘luxury’ could be rooted in the contextualisation and operationalisation of the concept. This is 
supported by Wolf et al. (2016:121), who argue that the complexity involved in defining luxury 
can be ascribed to the “ever-shifting meaning of the word throughout history”. These changes 
in the meaning of ‘luxury’ are specifically explored by Sjostrom, Corsi and Lockshin (2016), 
who suggest three approaches to defining the term ‘luxury’. 
 
Approach 1: Luxury defined through attributes and associated concepts 
 
In the first approach, Sjostrom et al. (2016 base their argument on the identification of the 
attributes and concepts associated with luxury. This approach is explained through the work of 
scholars such as Kapferer (1997), Arora (2011), and Beverland (2005) on the attributes of 
luxury. This approach affirms that a homogeneous description of luxury remains elusive. It 
should be noted that the attributes most frequently used in the literature to describe luxury 
products are well documented in the work of Sjostrom et al. (2016:80). 
 
Furthermore, Sjostrom et al. (2016) argue, in this first approach of using attributes and related 
concepts to define luxury, that the majority of previous studies adopted a qualitative or a 
conceptual approach. This raises a concern about the limited quantitative verification of 
attributes in defining a luxury product.  
 
 
 
  
Approach 2: Purchasing behaviour in relation to luxury products 
 
The second approach to defining the term ‘luxury’, proposed by Sjostrom et al. (2016), 
complements the first approach – it questions how consumers purchase luxury products as 
opposed to regular products, with reference to the work of Romaniuk and Sharp (2015). The 
uniqueness of this second approach lies in the exclusive use of a quantitative research design 
to validate the hypothesis. It contributes to an understanding of luxury in that an increase in 
luxury product production demonstrates that the mental and physical availability of luxury 
products is an important predictor of purchasing patterns. 
 
Approach 3: A three-dimensional approach to luxury 
 
The third approach to defining the term ‘luxury’ contrasts with the first proposal of Sjostrom 
et al. (2016). This approach rejects the notion that luxury should be conceptualised as a set of 
characteristics. Rather, it is grounded in the work of Berthon et al. (2009), which investigates 
what luxury ‘does’ in material, individual, and social spheres. These spheres then lead to an 
understanding of luxury in three dimensions: functional, experiential, and symbolic. 
 
From these three approaches to understanding luxury, suggested above by Sjostrom et al. 
(2016), this paper uses the third to explore luxury wine and luxury wine consumption among 
Generation Y in an emerging economy. The next section provides the theoretical grounding for 
the paper, with a discussion of the seminal work on luxury brands of Berthon et al. (2009). 
According to Stiehler et al. (2016), the work of Berthon et al. (2009) proposed a model that 
consisted of three dimensions: 
 
(1) Experiential value – what the brand means to the individual; 
(2) Symbolic value – what the brand name means to others; and 
(3) Functional value – what the brand’s physical attributes are, and what it does. 
 
This paper also uses the work of Berthon et al. (2009) because it addresses the lack of a 
conceptual understanding of luxury by dimensionalising, defining, and differentiating luxury 
brands. The theoretical choice for this paper is based on the view of Reyneke, Berthon, Pitt and 
Parent (2011) about the typology of luxury brands of Berthon et al. (2009) as an integration of 
the various definitions proposed by various authors in the area of luxury branding. 
 
  
The Berthon et al. (2009) typology of luxury brands 
This paper supports the positive interpretation of Berthon et al. (2009), according to which 
‘luxury’ denotes an aspiration: the concept of luxury is a “differentiated offering that provides 
symbolic, experiential and functional value at the extreme luxury end of the utilitarian-luxury 
continuum”. These authors also suggest a typology of luxury brands that is based on the work 
of Heidegger’s theory of art (Young, 2001), and Whitehead’s (1979) process theory. Hall 
(2016:137) and Reyneke et al. (2011:260) refer to the typology of luxury brands of Berthon et 
al. (2009) as the ‘AO framework’. Berthon et al. (2009) make a distinction in this framework 
of luxury brands between two dimensions: aesthetics and ontology. 
 
Various authors, such as Hall (2016), Stiehler et al. (2016), Reyneke et al. (2011), and 
Hartmann, Nitzko and Spiller (2017), have re-interpreted the two dimensions of Berthon et al. 
(2009). 
 
Figures 1a and 1b are a summary of the key concepts related to aesthetics and ontology. 
 
Figure 1a: Key concepts related to aesthetics  
 
Source: Own conceptualisation  
 
According to aesthetics, the consumer’s perception of luxury is rooted in an individual’s 
knowledge appreciation tastes and feelings toward a luxury brand (Stiehler et al., 2016). 
  
Therefore, Berthon et al. (2009) use aesthetics as a dimension that allows for unique differences 
between a luxury brand expert or educated enthusiast on the one hand, and the novice or the 
uninformed luxury brand consumer on the other hand. 
 
Figure 1b: Key concepts related to ontology  
 
Source: Own conceptualisation 
 
Luxury, in the ontological dimension, is traditionally associated with permanence, with few 
perspectives considering the idea of luxury being ephemeral (Berthon et al., 2009). Therefore, 
according to Stiehler et al. (2016), the ontological dimension allows for the identification of 
consumers who perceive luxury to be either enduring or transient. Hall (2016) describes the 
ontological dimension in terms of endurance. At the extreme end of endurance, luxury products 
are categorised as permanent or in a state of ‘being’. In this state, Berthon et al. (2009) argue 
that “luxury products will emphasise tradition, quality, art and craftsmanship”. Hall (2016) 
describes the other extreme end of endurance as ephemeral. This is what Berthon et al. (2009) 
refer to as ‘ephemeral’ luxury products, which are categorised as “more transient or in a state 
of ‘becoming’”.  
 
The two dimensions of aesthetics and ontology permit the construction of the AO framework 
of Berthon et al. (2009). Reyneke et al. (2011) summarise these two dimensions in these terms: 
in the aesthetic dimension, there is a demarcation between the expert and the novice; while in 
the ontological dimension, there is a demarcation between the durable and the transient. 
  
Modes of luxury in the typology of luxury brands 
The combined dimensions of aesthetics and ontology, according to Berthon et al. (2009), allow 
the identification of four modes of luxury. These include the modern, classic, post-modern, and 
wabi sabi modes. These four modes constitute the AO model of Berthon et al. (2009), depicted 
in Figure 2 below. 
 
Figure 2: The AO framework – A typology of luxury brands 
 
Source: Berthon et al. (2009:52) 
 
For the purpose of this paper, Table 1 presents a reduced conceptualisation of the four modes 
according to six aspects: ontological scale, aesthetic scale, core of the luxury brand, use of the 
luxury brand, general consumer perspective, and luxury wine consumer perspective.  
 
 
 
  
Table 1: Condensed conceptualisation of the four modes of luxury  
 
Source: Own conceptualization, drawing on the work of Berthon et al. (2009); Stiehler et al. 
(2016); Reyneke et al. (2011); Paschen, Paschen and Kietzmann (2016); Wolf et al. (2016); 
and Harlan (2016). 
 
 
 
 
  
Operationalisation of the AO typology for luxury wine 
Wine has developed into a reasonable luxury product for most people (Higgins & Wolf, 2016). 
Similarly, in an article about the best South African luxury wines in South Africa, Peens (2018) 
adds a powerful notion in the context of this study, stating that “luxury wines must taste 
luxurious and not only appeal to the collector or aficionado”. Furthermore, a study by Sjostrom, 
Corsi and Lockshin (2014:69) that examined the consumer perceptions of luxury wine brands 
in Australia concluded that “[g]ood brand reputation or status, premium quality, and having an 
authentic or trustworthy brand are the attributes that are most associated with luxury and 
premium wines”.  
 
Against this backdrop, the AO typology for luxury wine can be summarised as follows: The 
ontological mode for luxury wine makes a distinction between (1) those luxury wine consumers 
who view luxury wine as a demonstration of transient value, and (2) those luxury wine 
consumers who view luxury wine in terms of quality that lasts. This has a significant influence 
on how luxury wine consumers ‘behave towards’ their luxury wine (Paschen et al., 2016). A 
distinction is made here between (1) consumption, where luxury wine consumers believe in the 
temporary, passing value of luxury wine, and (2) luxury wine consumers who believe in the 
value of possessing their luxury wines. The aesthetic mode distinguishes between (1) novice 
luxury wine consumers who have undeveloped, superficial knowledge of luxury wines, and (2) 
expert luxury wine consumers, who have a deep interest in, experience of, and knowledge about 
luxury wines as a product category. 
 
The work of Paschen et al. (2016) acknowledges the variations within the ontological and 
aesthetic dimensions, and so introduces four types of luxury wine consumers: firstly, the 
cabinet collectors who would, for example, collect luxury wines without knowing how to keep 
them properly; secondly, the connoisseurs, who know their luxury wines and would rather 
drink them than preserve them; thirdly, the carousers, who are more conscious of the status 
associated with drinking luxury wines than of the eminence of the wine itself; and fourthly, 
cellar collectors – those who would, for example, properly preserve their luxury wine 
according to the required standards, either to consume it mindfully, or to sell it in the future. 
 
In the previous section, the theoretical framework was laid out to develop unique luxury wine 
market segments among Generation Y consumers in South Africa, based on their aesthetic and 
ontological orientations. As mentioned in the introduction and the problem statement, one of 
the key contributions of this study is the inclusion of the role of objective knowledge of the 
  
luxury wine market – specifically among Generation Y consumers – in order to address the 
objective of this study. 
 
Objective wine knowledge in consumer knowledge, and the aesthetic dimension  
Various authors (Brucks, 1985; Dodd et al., 2005; Duhan Johnson, Wilcox & Harrell, 1997; 
Hammond, Velikova & Dodd, 2013) have agreed that knowledge types influence preference 
for the information source during the purchase decision process.  
 
Establishing the domain of objective knowledge is significant and distinctive for each product 
category (Velikova, Howell & Dodd, 2015). A typology of consumer objective knowledge 
developed by Brucks (1985) includes terminology, product attributes, and criteria for 
evaluating attributes, attribute covariance, and usage situations. Velikova et al. (2015) present 
a simplistic, yet powerful, description of objective knowledge, proposing that it is ‘real 
knowledge’ or knowledge of the ‘truth’. In other words, it is the knowledge of wine that the 
consumer truly holds that is clearly demonstrable and objectively scored – for example, by 
knowing facts related to wine and wine consumption behaviour, and being able to answer 
questions about it correctly. 
 
Studies by Bruwer, Saliba and Miller (2011) and Barber, Ismail and Dodd (2008) concur that 
wine purchase decisions are often made on the basis of very little information. As a result, the 
wine consumer relies heavily on their own wine knowledge (objective knowledge), suggestions 
by other consumers, or the information provided by a cellar via its marketing strategies 
(subjective knowledge) to avoid post-purchase cognitive dissonance or discontent about their 
wine purchase choices. However, Dodd et al. (2005) and Taylor et al. (2008) found that those 
consumers who possess higher levels of knowledge (objective knowledge) are inclined to 
consume more wine. 
 
As indicated previously in this paper, Generation Y consumers were specifically chosen for 
this paper – as opposed to other generations, such as Baby Boomers or Generation X – as 
Generation Y is regarded as the next generation of consumers of luxury brands (Higgins & 
Wolf, 2016). 
 
  
Why Generation Y? 
Generational differentiations in wine consumption are a significant matter for wine producers, 
as a way to identify unique luxury wine consumer market segments. Lategan, Pentz and du 
Preez (2017) argue strongly that Generation Y consumers, who are entering the wine market 
for the first time, and with significant purchasing power, should be considered in the 
identification of new consumer market segments in South Africa. Similarly, VinIntell (2013), 
in a series entitled “Future scenarios for the South African wine industry”, argues that this 
consumer generation has become the new wine growth market, and that it presents significant 
opportunities. In part five of the VinIntel report (2013), Generation Y is referred to as “the new 
market colossus”. Moreover, Generation Y represents a latent market share of R3.5 billion for 
the alcoholic beverages industry (Student Village, 2015a). It can therefore be argued that 
Generation Y is an important consumer market for the luxury wine industry. South Africa’s 
Generation Y, renamed ‘Afrillennials’ by Student Village (2015b), makes up about 33 percent 
of the total South African population; but this is expected to grow in the next few years 
(VinIntell, 2013).  
 
Vannevel (2016) describes Generation Y consumers – also referred to as the Echo Boomers, 
Nexters, the Clickerati, the Wired Generation, the Millennials, or the Restless Generation – as 
young adults who are the children of Generation X. Lategan et al. (2017) state that wine is 
gradually becoming a lifestyle beverage that is integrated into Generation Y wine consumers’ 
daily lives. Generation Y’s specific behaviour towards wine is well summarised by Lategan et 
al. (2017), that they: 
 
 Consider wine as a cultivated drink for social occasions; 
 Select wine because it portrays them as being part of high social status groups and as 
being sophisticated; 
 Buy a limited amount of wine in the context of the overall alcoholic beverage portfolio; 
 Are to be expected to consume wine in bars, pubs, or restaurants; 
 Buy wine from grocery stores; and 
 Take value for money into account as a prominent factor, but are willing to pay a 
premium price for wine. 
 
  
Due to the size of this specific segment, Schewe, Debevec, Madden and Diamond (2013) and 
Nielsen (2014) argue for behavioural differences within it. This leads to a discussion of the 
methodological choices in this paper. 
 
Methodology 
 
Data collection and sampling  
The data were gathered using a convenience sampling approach, and were collected from a 
sample of university students between the ages of 18 and 25 who were asked to complete a 
self-completion questionnaire. The respondents participated on a voluntary basis, no incentives 
were provided, and respondents were assured of their anonymity. The typical age range of 
prospective Generation Y wine consumers at the time of collecting the data (September 2015) 
was between the ages of 18 and 38 (Bester, 2012), and the identified convenience sample was 
therefore deemed adequate to be approached for data collection. A total of 232 valid responses 
were collected and included in the final analysis. Table 2 contains a summary of the 
demographic characteristics of the respondents.  
 
Table 2: Respondents’ age and gender 
 
The majority of the respondents (62.5%) were between the ages of 20 and 22, with a slight 
majority of the sample being female (54%). 
 
Measurement instruments  
The respondents’ aesthetic and ontological orientations were measured using 13 items 
developed from focus groups that were conducted in the USA (Stiehler et al., 2016), measured 
on a seven-point scale ranging from 1 = strongly disagree to 7 = strongly agree. The 
respondents’ objective wine knowledge was measured using a 10-item scale developed by 
  
Vigar-Ellis, Pitt and Caruana (2015); a value of 1 was assigned if a question was answered 
correctly, and 0 if the question was answered incorrectly. Additional scales measuring 
consumers’ wine consumption frequency, their age, and their gender were also included.  
   
Results 
 
Reliability analysis, means, and standard deviations 
The Cronbach’s alpha coefficient was calculated for each of the two constructs of the typology 
in order to establish the internal consistency reliability of the scales. The aesthetics construct 
had a Cronbach’s alpha value of 0.92, indicating very good reliability, while the ontology 
construct had a value of 0.63, indicating fair reliability (Zikmund & Babin, 2007). A factor 
analysis was conducted in order to explore the factor structure of the two constructs. The 
analysis was conducted using a principal component analysis, followed by a varimax rotation. 
Two components were extracted, explaining 61 per cent of the total variance. Table 3 contains 
the results of the factor analysis, as well as the mean and standard deviation for each of the 
items relating to the aesthetics and ontological orientation constructs. 
  
Table 3: Mean, standard deviation, & factor loadings for the aesthetic and ontological 
constructs 
  
 
The results of the factor analysis indicated that the items loaded distinctly on each of the two 
constructs. The mean scores suggested that the overall sample of respondents had a below-
average aesthetic orientation (M = 2.82; SD = 1.50), and a somewhat below-average 
ontological orientation (M = 3.35; SD = 1.51). The overall objective wine knowledge mean 
score (maximum score of 10) for the entire sample was 1.89, with a standard deviation of 1.47.   
 
Cluster analysis 
In order to cluster the sample according to the respondents’ aesthetic and ontological 
orientations and objective knowledge, a hierarchical cluster analysis using SPSS version 24 
was performed. Cluster analysis allows for the classification of clusters into groups that are 
relatively homogeneous within themselves and heterogeneous between themselves; it is a 
multivariate technique that is commonly employed in fields such as biology, psychology, and 
marketing (Landau & Chis Ster, 2010). The number of clusters was not pre-specified by the 
researchers, and therefore hierarchical cluster analysis using Ward’s methods was applied to 
conduct the analysis (Mooi & Sarstedt, 2011). An inspection of the results from the dendogram 
and the agglomeration schedule suggested a four-cluster solution. The results are shown in 
graph format in Figure 3.  
 
 
 
 
 
 
 
 
  
Figure 3: Four-cluster solution  
 
      
 
 
 
 
 
 
 
 
 
         Tot OK      Tot AE        Tot ONT 
 
A summary of the mean scores for each cluster’s total objective knowledge (OK), total 
aesthetics (AE), and total ontology (ONT) appears in Table 4. An analysis of gender and 
frequency of wine consumption for each cluster was also conducted, and appears in the two 
mosaic plots in Figures 4 and 5. 
 
Table 4: Cluster means summary  
Cluster 2
Cluster 4
  
Figure 4: Mosaic plot indicating gender division per cluster 
 
 
Figure 5: Mosaic plot indicating consumption frequency levels per cluster 
 
Note: Very infrequent (a few glasses a year); Infrequent (a glass or two a month); Very frequent (a glass weekly 
or more) 
 
The results indicate that Cluster 1 is not very knowledgeable about wine (M = 1.38), just below 
average on the aesthetics (M = 3.27), high on ontology (M = 5.28), slightly female-dominant, 
and consists mostly of very infrequent or infrequent wine consumers. Cluster 2 is more 
knowledgeable about wine (M = 2.97), low on the aesthetics (M = 2.65), just below average 
on ontology (M = 3.18), male-dominant, and similar to Cluster 1 in that most respondents are 
very infrequent or infrequent wine drinkers.  
 
Cluster 3 is the smallest sample, and the cluster with the highest objective knowledge of all the 
clusters (M = 3.5), followed by aesthetics (M = 5.2) and ontology (M = 3.5). The cluster is 
female-dominant, and consists of a majority of very frequent wine consumers. Cluster 4 is the 
largest of the clusters, has the lowest objective knowledge (0.65), and is low on both aesthetics 
(M = 1.69) and ontology (M = 2.14), is slightly female-dominant, and is also the cluster with 
the largest proportion of very infrequent wine drinkers. 
 
 
  
Discussion 
 
The aesthetics and ontology scores obtained from the identified clusters correspond more-or-
less with each of the four modes of the luxury consumer typology developed by Berthon et al. 
(2009). Cluster 1’s scores (moderate aesthetics score and high ontology score) correspond with 
the postmodern mode of the typology. Even though this cluster had a close-to-average score 
on the aesthetics orientation, which could make an argument for considering a match with the 
wabi sabi mode on the typology, the cluster’s low score for objective knowledge implies that 
this cluster consists of novice luxury consumers, and therefore corresponds best with the 
postmodern mode (Berthon et al., 2009). This mode represents a consumer who has a limited 
knowledge of luxury wines, and who perceives luxury as transient. This consumer would 
therefore be likely to purchase luxury wine for its trendiness and status, and would be driven 
to consume the wine in a space where they can be seen. 
 
Cluster 3 corresponds with both the wabi sabi and the classic modes (average score on ontology 
and very high on aesthetics). The exact mean score of 3.5 indicates that this cluster lies exactly 
between the two modes in terms of their ontological orientations. The high frequency of wine 
consumption in this particular cluster, however, suggests that the cluster might lean slightly 
more towards consuming a wine than keeping it for a long period of time. It is therefore argued 
that this cluster corresponds better with the wabi sabi mode, which represents a wine consumer 
who is an expert, as this is also the cluster with the highest objective knowledge score, with a 
deep appreciation for luxury, and will consume a luxury wine with gratitude (Berthon et al., 
2009). The consumption frequency and objective knowledge levels of this mode also support 
the arguments by Dodd et al. (2005) and Taylor et al. (2007) that consumers with higher levels 
of objective wine knowledge are likely to consume more wine. 
 
Scores from clusters 2 and 4 suggest that both correspond with the modern mode of the 
typology. Clusters 2’s somewhat higher levels of objective wine knowledge, however, suggest 
that this cluster shows some signs of being wine experts, and could therefore be argued rather 
to correspond better with the classic mode (higher on the aesthetic and lower on the ontological 
orientations) (Berthon et al., 2009). The classic mode represents a consumer who carries high 
levels of knowledge, is generally an expert on the topic, has a high appreciation for luxury, but 
perceives luxury as durable and is therefore more likely to keep a wine rather than consume it. 
The proportion of very infrequent and infrequent levels of wine consumed that are reported for 
this cluster further support the notion that it is more likely to keep wine than to consume it; 
  
and, interestingly, it does not support the argument by Dodd et al. (2005) and Taylor et al. 
(2008) that high knowledge levels and high consumption frequency will necessarily go hand-
in-hand. 
 
Cluster 4’s very low aesthetic and ontological scores, combined with a very low objective 
knowledge score, suggest that this cluster corresponds most strongly with the characteristics of 
the modern mode (Berthon et al., 2009). This consumer is a novice, with very little knowledge 
about luxury wines, and is likely to purchase luxury wines with the objective of keeping them 
rather than consuming them. This mode’s novice nature is also associated with higher 
conspicuous purchases, and so it is likely that these consumers will keep their luxury wine 
purchases in a visible space where they may be observed by others.  
 
Managerial implications  
 
The results from the study allow for the identification of a number of implications for marketing 
managers of luxury wine brands. The four different modes from the typology of Berthon et al. 
(2009), matched with the accompanying identified market segments, provides managers with 
a unique division of the market, and thus with unique insights that may be used to position and 
market luxury wine brands specifically to the upcoming Generation Y luxury wine market in 
South Africa. 
 
With specific reference to each segment (discussed from the largest to smallest, as identified 
from the sample in the results), the modern mode represents the largest consumer segment in 
this sample of Generation Y consumers. It is therefore also potentially the largest sample of 
wine consumers that managers will encounter in this portion of the luxury wine market. This 
segment’s low consumption frequency levels, accompanied by their low levels of objective 
wine knowledge, suggest that there is a need to focus marketing strategies on educating this 
segment more on the qualities, pleasures, and uniqueness of luxury wines. Their tendency to 
keep the wines, rather than to consume them, suggests that strategies should further focus on 
educating this segment on the correct methods of preserving wines, and should also position 
luxury wines with this segment with the core message of ‘conspicuous possession’. Further 
tapping into the generally proposed Generation Y drive to purchase luxury wine in order to 
convey sophistication and social status, as proposed by Lategan (2017), can also prove 
beneficial in further strengthening the positioning of luxury wines with this segment. The 
classic segment, the second-largest segment, is more knowledgeable about luxury wines and 
  
deeply appreciates them, but the likelihood that they will keep wine, rather than consume it, 
suggests that a collector’s focused positioning will work well with this particular segment. And, 
as the segment is mostly male-dominant, communicating this positioning on male-dominant 
media platforms is also recommended.  
 
The postmodern segment, which represents almost a quarter of the sample, is possibly the most 
conspicuous consumer among the four segments: they have some objective knowledge, but 
little appreciation for the uniqueness of the wines, and tend to drink the wines rather than keep 
them. A positioning that focuses on the general Generation Y drive to purchase luxury wines 
as a cultivated drink for social occasions (Lategan, 2017), and to advertise the wines as being 
sold at carefully identified restaurants, clubs, or prestigious social events, is recommended.  
 
The wabi sabi segment, even though the smallest of the luxury wine segments identified, 
represents the perfect luxury wine consumer for achieving good profits. Not only does the 
segment have a good knowledge about luxury wine and appreciate it: its members are also 
frequent consumers of luxury wine. Luxury wines should therefore be positioned with this 
segment as being about celebration and enjoying what life has to offer. Marketing managers 
should provide this segment with as many reasons as possible to consume only the best wines 
to celebrate, from the smallest family or friends’ gatherings to the largest of occasions when 
achievements and milestones are celebrated.          
 
Limitations and future research 
 
This study focused on generating unique market segments based on consumers’ aesthetic and 
ontological orientations and their objective knowledge about luxury wines. The study is 
therefore limited to understanding luxury wine consumer behaviour with a focus on only these 
three aspects, and excludes other potentially relevant factors in the luxury wine market – for 
example, consumer value perceptions, brand preferences, price, and quality perceptions. The 
study also focused only on Generation Y, and therefore excludes luxury wine consumers from 
other generational cohorts. Furthermore, although it is a common sampling method that is 
relevant to the early stages of new research, the use of a non-probability sampling method in 
this research study limits the results from further generalisation to a defined target population 
(Hair, Wolfinbarger Celsi, Ortinau, & Bush, 2013), and is therefore not representative of the 
broader South African population.  
 
  
As a fairly under-researched topic in the South African market, this study presents a platform 
for much further research. Firstly, the specific typology can be applied to other generational 
cohorts in the South African market, and comparative studies between generations can be 
conducted. Secondly, an opportunity exists to extend the ON and AE framework within the 
concept of consumer value, and specifically to explore consumers’ behaviour and 
understanding of the concepts of the ephemeral value of luxury and the enduring value of 
luxury. 
 
The current study only measured consumers’ consumption frequency of luxury wines; 
identifying two consumer segments that are likely to purchase luxury wines to keep rather than 
to consume suggests an opportunity to explore consumer purchasing frequency further, to 
deepen the body of knowledge about collectors of luxury wines in the South African market. 
There is also the opportunity to extend the body of knowledge about consumers’ objective wine 
knowledge. A study that explores in greater detail how and where consumers obtain their 
objective knowledge, and how this contributes to purchase decision-making and the eventual 
consumption of luxury wine could be conducted. An experimental study that compares 
consumer groups that have no prior knowledge with groups that receive prior knowledge about 
a specific luxury wine brand, followed by the measurement and then a comparison between 
these groups on aspects such as their taste perception of the wine, enjoyment, and intention to 
purchase the luxury wine, could be conducted. In this way, a further understanding of the 
impact of luxury wine knowledge on consumer luxury wine behaviour and purchases could be 
researched.  
 
Conclusion 
 
This paper focused on the emerging and unique luxury wine consumer market segments among 
Generation Y consumers in South Africa, based on their aesthetic and ontological orientations, 
and on their levels of objective knowledge. The Generation Y cohort has been described as a 
particularly relevant generational cohort to investigate, as it represents the future of luxury 
goods (Higgins and Wolf, 2016), as well as a new wine growth market with significant 
opportunity in the South African market (VinIntell, 2013). Using the aesthetic and ontological 
typology of luxury consumers devised by Berthon et al. (2009), and including consumers’ level 
of objective wine knowledge, the study defined four unique luxury wine consumer segments 
in the South African Generation Y market.  
 
  
The study contributes to the literature by extending the body of knowledge on an under-
researched product category in South Africa, by extending knowledge of the emerging 
Generation Y’s luxury wine behaviours, and by obtaining insights into their objective wine 
knowledge levels. Lastly, the development of four consumer segments using a unique 
segmentation approach responds to the call by Baenen (2002), Gillespie (2005), and Barber, 
Dodd and Ghiselli (2008) for the wine industry to revisit its segmentation strategies and to 
identify new populations of wine consumers.  
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